CHAPTER XIV
MARKETING METHODS  AND  THEIR  SIGNIFICANCE
THAT the conditions under which modern production and consumption take place require the performance of no less than eight distinct kinds of essential marketing services does not by any means complete a discussion of marketing.   Both the public and those middlemen who seek profits are deeply concerned with the question of whether the best methods of performing the essential marketing services are employed, not only in a given place but also for a particular industry. That there are different marketing methods by which necessary services are performed becomes evident to every one who takes time to make even the most perfunctory sort of marketing investigation.   It is equally certain that within any fixed period there are good, bad, and indifferent methods in use by various agencies whose fields of effort are unavoidably competitive.   Under   practical   everyday   trade   conditions the casual observer cannot unravel these methods nor comprehend the causes for varying degrees of efficiency, and for the totally different proportions of expense and profit, into which constantly fluctuating margins are being divided.
To visualize the activities of all kinds of middlemen and others engaged in the interchange of farm products necessitates a classification of how marketing services are rendered. In Chapter II it was pointed out that thete are three principal ways by which these services are being performed. These are (i) regular marketing method; (2) integrated marketing method; and (3) direct marketing method.
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